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Abstract 
The paper aims to map business engineering and management with the aid of process reasoning that enables coherently 
integrating two essential dimensions of any industrial organization: the management, with clear responsibility for coordinating 
the work system and the functional areas, being in charge with executing specialized operations, according to relevant rules, 
regulations, and procedures. The authors proposed an effective reasoning for managing the enterprise value chain, considering a 
highly dynamic sector ″Cosmetic and personal care industry″ that represents a key driver for boosting the competitiveness of 
business market. 
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1. Introduction 
Today’s business market is facing with a tough competition emerged from accelerating innovation, fast evolving 
technologies, shortening of product life cycles coupled with digitalization of products, and strong globalization  
effects. One of the key sector that pay great attention to these dynamic issues is referred as the cosmetic and 
personal care industry since it has to successfully satisfy the changing customers’ expectations for quality, health 
and well-being.  
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To ensure a long-term survival, the enterprises operating in the cosmetic and personal care industry are mastering 
their innovation endeavors by making innovation a part of the day-to-day business with the aid of business 
processes. The vehicle entitled ″business process″ enables any enterprises, regardless of its size, to respond quickly 
to the ever-changing consumers’ demands, to adapt the business model, and to bring marketing strategy to 
operational execution through appropriate business processes, technologies, and people. 
As scholars suggested, designing the correct business processes allows enterprises to recognize target markets 
and customer groups, to address their needs appropriately, to establish support processes for business model, and to 
manage the value-added processes that spark innovation [1]. 
In addition, the dynamic characteristics of the cosmetic and personal care industry call for a thoroughly concern 
for science and innovation, coupled with the responsible use of resources in the whole value chain from raw 
materials to after sale services. Therefore, the enterprises need to focus on optimizing costs, timescales, and product 
resources in order to boost efficiency, and to attain the desired revenue and profit stability, growth and higher 
performance.  
All of these call for a holistic view of business processes that integrates two relevant facets of enterprises as 
referred as the operating processes aimed at designing, producing, delivering and satisfying the consumers’ needs 
and expectations, and support processes or management processes which enable managing of the enterprise value 
chain,  effectively and efficiency. 
As consequence, the scope of research problem was consisted of articulating the relationship between 
management and business by designing the map of business processes management that triggers the effective 
implementation of primary activities accountable for logistics, marketing and sales. The research boundary was 
limited to the domestic cosmetic and personal care industry, with a clear focus on any enterprise distributing the 
related cosmetic products to mass market and end users/consumers.  
2. Theoretical background  
During the last decades, the business community practitioners and professional brought to light the business 
analysis concept, an interesting and valuable reasoning tool for managing the industrial organization. The Business 
Analysis Body of Knowledge developed by the International Institute of Business Analysis (IIBA) has defined and 
described the seven knowledge areas focused on specifying the business need and delivering added value for 
stakeholders. Each of the knowledge areas comprises of specific processes, related activities and tasks, and also the 
skills necessary to the effective execution so that any enterprises should be able to achieve its purposes [2]. 
In this regard, table 1 highlights the knowledge areas that facilitate the transition from the current state of any 
type of enterprise to a desired future state, related to an improved competitiveness of the enterprise on the business 
market. 
     Table 1. The knowledge areas as defined by IIBA, [2]. 
Knowledge area Aim  
Business analysis planning and monitoring To define the planning approach and complete the business endeavor 
Elicitation  To define the stakeholders′ needs and concerns, completely, clearly, 
correctly, and consistently  
Requirements management and communication To ensure an effective communication flow between all stakeholders 
related to requirements and business solution envisaged  
Enterprise analysis To identify, refine and clarify the business need, and to define the business 
solution scope 
Requirements analysis To define, prioritize, and progressively elaborate the business solution 
capabilities   
Solution assessment and validation To assess and identify shortcomings in the business solution, and define 
the necessary corrective actions 
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Underlying competencies To ensure an effective performance of business analysis with the aid of 
appropriate behaviors, knowledge and skills 
The core vehicle acting as a liaison among stakeholders is the business process that helps to understand the 
enterprise structure, policies, and operations. According to scientists, to better manage the enterprise is necessary to 
incorporate a structured view of managing these business processes with the aid of business process management 
approach. The Association of Business Process Management Professionals (ABPMP) has defined this approach as a 
discipline that helps practitioners to identify, design, execute, document, measure, monitor, and control business 
processes to achieve consistent and targeted results aligned with the enterprise′s strategic goals [3]. 
The present business practices incorporating new competing ideas and management approaches pose the 
challenges of any industrial organization related to the capacity to manage its primary and support operations, 
appropriately. Valuable insights in the field were brought by American Productivity and Quality Center (APQC) that 
has proposed the Process Classification Framework (PCF), a consistent and exhaustive structure of different types of 
processes harnessed in the top cutting edge industries. Since its inception in 1992, the processes framework have 
been augmented with valuable inputs from academics and practitioners from fourteen industries such as automotive, 
banking, consumer electronics, consumer products, telecommunication, etc., creating thereof a cross-industry high 
level business processes classification that organizes enterprise's processes into two groups with a twelve enterprise-
level categories: the operating processes group and the management processes group [4]. 
The operating processes group covers the enterprise value chain and facilitates the settlement, creation and 
fulfillment of stakeholders′ demand. The management processes group, being accountable for ensuring a coherent 
functioning of the enterprise, sets the goals and enables to fulfill these goals based on providing capable resources 
[4]. 
In this regard, table 2 highlights the operating processes responsible with the enterprise value chain and the 
related support processes.  
     Table 2. The process classification framework, [4]. 
Process group Name of processes 
Operating Processes 
Group 
1. Develop vision and strategy 
2. Develop and manage products and services 
3. Market and sell products and services 
4. Deliver products and services 
5. Manage customer service 
Management Processes 
Group 
6. Develop and manage human capital 
7. Manage information technology 
8. Manage financial resources 
9. Acquire, construct, and manage assets 
10. Manage enterprise risk, compliance, and  resiliency 
11. Manage external relationships 
12. Develop and manage business capabilities 
 
Worthy to mention, this process classification framework accurately reflects the work being done for managing 
the enterprise value chain, but to increase buy-in, the leadership has to educate employees on what process means 
and the benefits that can results from performance management based on process, in terms of increased efficiency, 
work standardization, and enhanced communication.  
Moreover, the key challenge of any enterprise consists of defining the business processes framework in 
accordance with the given set of constrains including regulations, time, budget, and so on, towards meeting the 
stakeholders' needs and expectations, in a cost-effective manner. Both the design and the implementation of business 
process management concept vary significantly from one enterprise to another and thereof a huge amount of 
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business process methods have been proposed by academics and practitioners, starting with business process 
reengineering and finishing with business process modeling [5, 6].  
A plenty of studies argued that the progress toward enterprise competitiveness and excellence with the aid of 
process-oriented view takes place in different development stages since different approaches are predominant at 
different levels of organizational development, and thereof almost every enterprise or company has developed its 
own approach to business process management [7]. 
In this light, the academics suggested that the processes can be understood as a way to create the results to the 
enterprises′ customers, and the existence of the right processes enable to standardize the way information is 
documented, organized, and share among different units and stakeholders  [1].  
Interestingly, the process is viewed as an intangible asset of enterprise and value-based management should go 
beyond material assets and focus on managing and controlling intangible assets, especially process capital. For 
managing enterprise value chain, process capital is seen as extremely important success factor based on its 
contribution to enterprise success, compared with other categories of intangible assets [8, 9]. 
Therefore, regardless of the business process frameworks and models, the business process management maps 
help supports the process analysis, design and modeling activities, being a basis on which to build the enterprise 
value chain.  
3. Research methodology  
Raising the business competitiveness of enterprises acting in cosmetic and personal care industry can be achieved 
by adopting and using business process management method because of the fruitful effects on a properly 
understanding the internal processes with visible impacts on communication readiness of the stakeholders 
envisaged. 
The business analysis, a significant tool encapsulated in business process management, acts as a liaison among 
stakeholders enabling organization to understand its structure and operations, and helps define and validate the 
solution that effectively meet business needs, goals, or objectives. 
In this light, the authors capitalized on the advantages of business analysis techniques and organized the 
information needed to fully describe what needs to be done to manage coherently the primary activities from core 
business value chain. It has been applied the functional decomposition technique from business analysis field to 
embed the logistics, marketing and sales operations into process management framework, in the context of an 
enterprises acting in Romanian wholesale and retail cosmetic products industry.  
Functional decomposition has allowed decomposing processes and functional business area into their component 
parts enabling business analyst to analyze independently different parts of the whole enterprise. The aim was related 
to ensuring a correctly separation of the problem into sub consequences pieces of work so that each part should be 
assigned to different persons or groups [2]. 
The functional decomposition methodology has started with a top-level function such an organizational unit and 
continued to drill down into sub-functions, representing the processes carried out by the unit. Each function is 
comprised of the sub-functions beneath it. The functional decomposition reasoning goes on until the relevant sub-
functions cannot be broken down into two or more lower level functions [2]. 
 In this view, it has been applied the decomposition algorithm in accordance with the following rules: i) to mark 
out the whole work content relevant for the trade function and also for logistics, marketing and sale sub-functions; 
ii) the degree of decomposition varies according to the content of the processes analyzed; iii) the temporal 
dimension of the work involved has not been considered for decomposing the content related to logistics, marketing 
and sale sub-functions. 
In figure 1 is depicted the model for the whole value chain of an enterprise responsible for wholesaling and 
retailing cosmetic products into the domestic market. The model proposed by authors maps the trade function of 
enterprise with the process management view in an attempt to design the framework that enables the effective 
manage of the whole enterprise value chain: logistics, marketing and sale. 
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The proposed model, business process management map, creates a conceptual and graphical representation of the 
work that needs to be completed to deliver cosmetic products to domestic market for any enterprises acting in 
Romanian wholesale and retail cosmetic products industry.  
 
Fig. 1.  The business processes management map for ″cosmetic and personal care industry″. 
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4. Results 
Being competitive in a highly dynamic market calls for a truly understanding of the business in which the 
enterprises from wholesale and retail cosmetic products industry operate. The core business value chain is pertaining 
to the trade function that comprises of three sub-functions: logistics, marketing and sales.  
The logistics sub-function aims to establish and ensure the availability of cosmetic and personal care products in 
accordance with the locations, quantities, and assortments agreed on with customers. The marketing sub-function 
targets to research and understand the end consumers and key competitors, followed by a thoroughly development 
of the promotion mix that acts as a facilitator for selling cosmetic products into the domestic cosmetic market. 
Finally, the sales sub-function aims to establish, maintain and develop profitably relationships with customers, 
specialized and non-specialized stores accountable for selling cosmetic products to end customers. 
These functional areas responsible for executing specialized trade operations, according to relevant rules, 
regulations, and procedures require an appropriately management framework that enables a coherently functioning 
of the whole system of the enterprise. By applying the process reasoning for managing the enterprise value chain, 
the authors marks out three processes management groups (planning, executing, monitoring and controlling), each 
group clearly encapsulating the appropriate logistics, marketing and sales processes from the core business value 
chain, according to the relevant scientific literature for modelling the work [10, 11].  
Thereby, each operating process within the processes group has been defined according to the following rules: i) 
the process name consists of a verb plus a noun that designates the related output; ii) each process is triggered by a 
start event; iii) the flow of processes represents a logical sequence of interconnected activities which can be easily 
monitored and controlled; iv) the aim of each process consists of creating value to a well-defined internal or external 
user. 
The planning processes group helps to gather information from relevant secondary sources which provide 
different levels of completeness and confidence. This group facilitates the planning endeavor across different trade 
sub-functions starting with logistics, followed by marketing, and finishing with sales ones. The aim is to identify, 
define, and enhance the content of trade function for any enterprises operating in wholesale and retail cosmetic 
products industry [11]. 
The main outputs of the planning processes group consisting on logistics plan, marketing plan, and sales plan are 
achieved with a set of specific processes related with the content of each sub-function such as: i) logistics – planning 
transport routes, products inventory, and products flow; ii) marketing -  planning marketing objectives, promoting 
activities, marketing research activities, and budgeting marketing costs; iii) sales – forecasting sales, planning sales′ 
strategy for distribution channels, budgeting related costs, planning sales force activities and sales assessment 
techniques.  
The executing processes group comprises of processes used to complete the work defined in planning processes 
by integrating human and other technical resources. Each sub-function consists of a set of specific processes as 
follows: i) logistics – managing transport routes and products stocks, performing products inventory activities, 
managing orders and unsold products flows; ii) marketing – performing marketing research and promotion 
activities; iii) sales - managing orders, unsold products and petitions, merchandising products, and surveillance of 
availabilities articles from customers storages.  The deliverables of these specific processes are produced as outputs 
from the processes performed as defined in the planning processes group.  
The monitoring and controlling processes group consists of those processes performed to monitor the execution 
of processes defined in planning endeavor so that potential problems should be identified in a timely manner and 
corrective actions should be taken to control the execution flow.  The monitoring and controlling processes have to 
be performed on ongoing bases in order to collect, measure, and disseminate performance information, and also to 
assess measurements of the whole trade function.   
In this view, the model encompassed appropriate processes required for monitoring and controlling trade 
performance as follows: i) logistics – monitoring and controlling transport activities, inventory activities, and orders 
and unsold products flow; ii) marketing - monitoring and controlling marketing objectives, promotion activities, and 
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marketing research activities; iii) sales - monitoring and controlling forecasted sales, sales force performance, and 
merchandising activities. 
As consequence, the model proposed by authors carefully organizes the whole endeavor required to manage 
coherently the primary activities from core business value chain for any enterprises acting in cosmetic and personal 
care industry. Mapping the specific content of the trade function responsible for selling cosmetic products into the 
domestic cosmetic market through different distribution channels (specialized and non-specialized stores) with the 
process view, it is designed a consistent view of the business process management framework. 
By implementing the proposed business process management map, the enterprises acting in wholesale and retail 
cosmetic products industry take advantage of the conceptual model of the work that needs to be completed to deliver 
the essential solution in the whole value chain from raw materials to after sale services, fostering their 
competitiveness on business market.   
5. Conclusions 
The general contribution of the paper is circumscribed to the major drivers of the economic growth with respect 
to knowledge generation and innovation toward assuring the enterprises competitiveness, in the context of a highly 
competing business market. The paper highlights the growing importance of articulating a common understanding 
of enterprise working environment by configuring the business process management map.  
By capturing the primary processes that create added value to enterprises acting in wholesale and retail cosmetic 
products industry, the business process management map provides all stakeholders with a consistent view of the 
scope of the work. In overall terms, the original aspect of the model proposed is ground on the ability to scale and 
manage different business endeavors undertaken to meet the ever-changing consumers’ demands, regardless of 
enterprise size. 
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